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consumervaluesandconsumerexpectationsthrough six dimension questionnaires.
Therefore,whentheresearchwouldexecutestatisticaltesting,thismodelcouldshow
positiveandstatisticalysignificantrelations.
However,here,moreimportantly,issueisthathow meaningfulcomparisoncanbe
done.Thisstudyassumesculturaleffectmightworkinevaluationprocessinbothcon-
sumervalueandconsumerexpectation.Namely,consumersinonecountrywilshow
strongpreferencesthanconsumerinanothercountrywil.Thisisjustalogicalassump-
tion,butsomehowbasedonculturaltendencyingeneral.Japaneseconsumerspreferto
emphasizeonproductqualitymore,therefore,theirconsumerexpectationstendtolower
thanCroatianconsumerexpectationsshow.Thismeans,namely,consumersatisfactionin
JapanwilbelowerthanitsinCroatia（Figure4）.
Figure4showshypotheticalrelationsbetweenconsumervalueandconsumerexpecta-
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Figure3 Ahypotheticalframework
tionandconsumersatisfaction.Thisfigureisconstructedbytwodimensions.Thehori-
zontalaxisreferstothelevelofconsumervalueandconsumerexpectation.Bothcanbe
measuredbyconsumerperceptionsthroughquestionnaires.Thevariablesinhorizontal
axisworkasindependentvariables.Theverticalaxisreferstoperformance,namely,con-
sumersatisfaction.Thelevelofconsumersatisfactioncanbemeasuredbytheconsumer
perceptionthroughthequestionnairesurveyaswel.
Structuralequationmodelingcanestimatethemagnitudeofcausalitybetweencon-
sumervalueandconsumerexpectationandconsumersatisfaction.Thisfigureindicates
twotheoreticalforecasts.First,consumersatisfactionvariesdependingonthelevelof
consumervalueandconsumeexpectation.Perhaps,thehigherconsumervalueandcon-
sumerexpectation,thehigherconsumersatisfaction.Eventhough,culturaldifferences
wilworktoweaken,orenhance,suchcausalities.Inthefigure,culturaldifferencesen-
hanceCroatianconsumers・perceptions,weakenJapaneseconsumers・perceptions,asan
example.Indeed,thismustbetestedbyinternationalcomparativeinvestigations.
Ⅳ.Conclusion
Thispaperplannedtoexploremainlytwotasks.First,toshowwhattheconsumers・
perceptionsaboutretailchainsinCroatiaare,andmoreimportantlyhowmuchsatisfied
theyarewiththemintermsofbothinoveralaswelaswitheachaspectordimensionof
relatedshoppingexperience.Second,todevelopthehypotheticalframeworkfornext
internationalcomparativeempiricalinvestigations.Here,asummarywilbeprovidedand
somediscussionwilbedone.
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Figure4 AHypotheticalModelofRelationsbetweenConsumerValueand
ConsumerExpectationandConsumerSatisfaction
BriefSummaryofThisPaper
Thispaper,first,reportedthepreliminaryresearchofshoppingsatisfactionofCroa-
tianconsumers.Theresearchwasdesignedbybasedonconsumervaluedimensions.This
studyemployedsixdimensions:location,service,organization,pricesandpromotion,store
imageandprivatelabels.Thisstructuremustbeusefulfornextinternationalcomparative
investigationsbecausethesesixdimensionshavebeengeneralandprevailedresearch
framework.Despiterelativelysmalsamplecolectedintheend（310respondents）,the
resultsoftheresearchstilareconsideredasveryinsightful,usefulandindicativesincethe
samplewashighlydiverseintermsofsocio-demographicandothercharacteristics.The
resultgeneralyshowedoveralconsumersatisfactiontoCroatianretailchainstores.
Concerningtheresults,importantistonotethatretailchainsthatthehighestnumber
ofrespondentsstatedasonesinwhichtheyshopthemostwereKonzum,Spar/Interspar,
KauflandandLidl.Highlevelofsatisfaction,characterizedbysignificantmajorityof60％
andovereithermostlyortotalybeingsatisfied,wasshowninfivecases（althebrands
sold,location,employees,interiordesignandorganizationingeneral,imageandreputation）
plusinthecaseofoveralsatisfaction.Fromaltheresults,bothintermsofconsumers・
perceptionsandsatisfactionwitheachaspectandinoveral,clearlyitisseenthatconsum-
ersaresatisfiedwithretailchainsonCroatia.
However,theresultsarestilpreliminaryandjustdescriptivestatistics.Here,there
needtoadd,atleastthreeanalyses.Onecanbeappropriatestructuralequationmodeling
asfolowingFigure3.Anotheronecanbecomparativetestingamongstores.Andthird
onecandescribecontemporaryconsumermodelinCroatia.Aspreviouslymentioned,
consumerstodayexpectanddemandmoreandmore,andtheyknowmuchaboutwhat
theyexactlywantandneed.Retailchains,inthisregard,arenotexcludedandinrecent
timestheyexperiencedineffectlotofchanges,expendinginscopeandoperationsand
consequently・eatingup・smalconveniencestores.Sinceconsumersnowadaysareso
muchmoreinformedandmoredemanding,retailchainsandalothercompaniesforthat
matterhavemadeincreasingeffortsintosatisfyingconsumersandmakingthemcentral
focusoftheirattention.Stil,consumersatisfactionandalrelatedtoit（measuringit,
improvingitetc.）remainsanissuecontinuouslytobeworkedon.
ForFutureResearch
Thisresearchwilbeexpectedtocontributere-defininginternationaldevelopment
patterntheory（Vernon,1966）.Thetheorydiscussedtwoissues.First,itdiscussedthe
transitionofproductdevelopmentmodesamongthecounties,originalyVernon（1966）
discussedthreetypesofcountries:UnitedStates,Otheradvancedcountries,andless
developedcounties.Figure5showsonlytwotypesofcounties,forbecomingchaotic
figurewithmanylines.Eventhough,twotypesofcountriesprovideenoughinformation.
Second,thistheoryalsoprovidestheideaforeconomicdevelopmentinacountry.
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Thefigurehastwoassumptions.Thefirstoneisrelatedtothehorizontalaxis.This
axisdepictstheproductdevelopmentstages.Stages,here,meanproductinnovativeness.
Thetheoryassumesthatthelocationofproductionwilbemovingaroundtheworld.
Dependingonproductioncost（laborcost）,productionlocationofthetypeofproduct
（new,matured,andstandardproduct,respectively）wilbemovingfromhighlaborcost
countriestothelower.Thesecondoneisrelatedtothemeaningofthelines.Thelinesin
thefiguredescribeproductionandconsumption.Thistheoryassumesthatexportwould
beginwhenproductionexcessedoverconsumption,andimportwouldbeginwhencon-
sumptionexcessedoverproduction.
Then,considerthefigure.Here,thefigureshowstwotypesofinternationaltrade
patterns.OnereferstoUnitedStates・pattern,intheupperpart.Anotheronereferstoless
advancedcountries（lowerpart）.Thelattertypeofcounties,now,arecaledtheemergent
countries.Sincealcountriescandevelopeconomicaly,thedescriptionforlessdeveloped
isnotpoliticalycorrect.Buthere,onlythereasonVernon（1966）usedthatword,this
paperemploystheword.Focusononespecifictypeofcountry.Forexample,interna-
tionaltradepatterncanbedescribedbytwolines:productionandconsumption.Accord-
ingtothesecondassumption,thefigureindicatestheinternationaltradepatternis
dependedonrelationbetweenproductionandconsumption.Ifproductionexcessesover
consumption,surplusofproductiontransferstoexport.Contrasttothesituation,ifcon-
sumptionexcessesoverproduction,thecountryimportsproducts.
Accordingtothistheory,consumervalueandconsumerexpectationmustbevaried
bythelevelofeconomicdevelopment.Comparedtonewproductswithstandardproducts,
consumerexpectationstotheformerproductwouldbehigher（severer）.And,consumer
expectationtostandardproductswouldbelower.
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Figure5 Vernon・sInternationalTradeandInvestmentPattern
（Source:Vernon,1966,p.199,FigureI,modifiedbyauthors）
However,intherecentdays,evennewproductsproductioncanbeplacedintheemer-
gentcountriesandsoldthem simultaneouslyalovertheworld.Thetheoryshouldbe
modified.Forexample,newproductexportbeginsfromlessdevelopedcountries.There-
fore,UnitedStatesandotheradvancedcountriesimportthesenewproductsfirst.Moreo-
ver,theproductionitselfmovestotheselessdevelopedcountries.Atleast,thereare
severaldevelopmentpatternsamonglessdevelopedcounties,suchasbetweenChinaand
India,andthelateEasternEuropeancountries.Theyhavecompletelydifferent.Theoreti-
caly,includingthemasonelessdevelopedcountriescategorymustbewrong.
Figure6isdescribingahypotheticalnewmodel.ProductioninAsianemergingcoun-
triesareextraordinaryhuge.And,consumptionsfornewproductsinemergentcountries
ishugeenoughtoabsorbthemostpartofproductionalovertheworld.Furthermore,
theseconsumptionscoveralovertheproductcategories,fromthemostinnovativebreak-
throughproductstocommodities,suchasdetergent.Actualy,everyproductisimported
toAsianemergingcountries,specificalyChina.ComparedtoChina,EasternEuropean
countrieshasonetenthpopulation,thusconsumptionscalefolowsthesepopulations:
Bulgaria（7,545）,Rumania（19,040）,Hungary（9,985）,Czech（10,369）-Slovakia（5,445）,East-
ernGermany（16,111）,Poland（38,485）（unitthousand,in2014,exceptthelastEastern
Germanyin1991）.AssameasproductionsitesinChina,hugeforeigndirectinvestments
havebeendoneinEasternEuropesince1991.UnitedStates・patternmustbeneverhap-
penedagain.Globalizationforcestheworldbeflat,everycountryisgettingsimilar,even
invisibleculturalforceswork（Friedman,2005）.
Inthesameveintoworldproduction,consumptionpatternsineachcountryarerap-
idlychangingaswel.Theseconsumptionswilconvergenceasmalnumberofpatterns.
Notnegligiblenumberofconsumersprefertobuythenewestinnovativebreakthrough
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Figure6 AHypotheticalModelforNewPatternsofInternationalTradeandInvestment
products.Theseproductstendtobestandardizedovertheworldwide（Cahliketal.2005）.
Accordingtothisinternationaltrade,consumptionpatternmightbegettingsimilar.The
internationalcomparativestudyshouldbedoneinahurry.
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